Introduction
Business ethics as an academic field deals mainly with moral criticism (or self-criticism) of business behavior. Within a market economy, business behavior is not independent from consumer behavior and consumer acceptance. Quite often businesses get the consumers they deserve and vice versa. Rather than criticizing business alone (as politicians and consumer activists tend to do) or passing on the blame to the market and to the consumers (as businesses sometimes do) it seems more fuitful to consider child labour, environmental risks, consumer theft (and similar issues) as a shared responsibility of business and consumers. This paper has three points of departure and tries to reconcile them, a practical one, a theoretical one and an empirical one. Ethical trade and ethical shopping initiatives invite consumers to take moral responsibility or co-responsibility for consequences of buying behavior, i.e. how other people, animals and other natural environments directly or indirectly are affected. In the Internet age, such self-organisation has become much easier, technologically and economically. A quick guided website tour departing from but not ending in Norway can serve as an introduction to our theme. On behalf of such initiatives, our paper asks and tries to answer the following question: Is there any relevant theory and/or are there any relevant empirical research findings which could help such initiatives to guide and improve their work, i.e.
• increase the market share of "ethical" products;
• increase the consumers' awareness of their moral responsibility as consumers;
• exploit the potential political power, e.g. related to consumer boycotts;
• increase other market actors' willingness to listen to such potential consumer criticism and subsequent behavior and • provide ideas and good reasons for marketing communication using moral appeals.
Independently of such a practical demand for relevant theory and research this paper claims that the academic fields of business ethics and consumer behavior could profit from further development of their overlap. Business ethics should be more concerned with consumers and their behaviors, and consumer behavior research should take a closer look at the moral aspects of such behavior. The more academic part of the paper starts with a brief literature review of relevant business ethics and consumer behavior literature.
• Positive buying is favouring ethical products, be they fair trade, organic or cruelty free. This option is arguably the most important since it directly supports progressive companies.
•
Negative purchasing means avoiding products you disapprove of such as battery eggs or polluting cars.
• Company-based purchasing involves targeting a business as a whole. For example, the Nestlé boycott targets all its brands and subsidiaries in a bid to force the company to change its marketing of baby milk formula in the Third World.
The fully screened approach is a combination of all three and means looking at all the companies and products together and evaluating which brand is the most ethical... 
A Norwegian ethical trade organization:
Initiativ for Etisk Handel (IEH, www.etiskhandel.no) 2. The IEH is based on the acknowledgement that companies are individually responsible towards human rights, including basic and accepted labour rights.
Declaration of intent by members of Initiativ for Etisk Handel (IEH)
3. The member companies of the IEH will contribute to further socially responsible business through their choice of trade partners, and by using their influence as customers towards suppliers and producers.
4. Members of the IEH will also work actively towards trade partners with respect to constant improvement of the social aspects of goods production in low-and middle-income countries.
5. To enable social and economic development in low-and middle-income countries, it is important to import more, not less, from these countries.
6. Norwegian consumers have a growing interest in ethical aspects of goods production and services.
7. It is important to have arrangements for independent verification and which ensure that the production of goods be in line with the primary goals.
8. IEH shall work towards developing global minimum standards in line with the objectives in the "Bulletin".
9. IEH will facilitate the initiation of co-operation between companies, trade unions, NGOs and other relevant parties in the countries concerned, in order to promote responsible business practice.
II. AIMS FOR THE COLLABORATION
Members of the IEH will work to ensure that the suppliers of goods and services meet certain primary goals regarding the social aspects of production.
1. Primary goals for production conditions 
What is ETI?
The Ethical Trading Initiative is an alliance of companies, non-governmental organisations and trade union organisations committed to working together to identify and promote good practice in the implementation of codes of labour practice.
ETI's members believe that this collaborative approach provides the opportunity for making significant progress in promoting the observance of internationally recognised labour standards, in particular fundamental human rights throughout global supply chains.
ETI's members want to ensure that the working conditions of employees in companies that supply goods to consumers in the UK meet or exceed international standards.
The special characteristics of ETI, and the reason it is well known internationally, are its tripartite structure and mode of operation, and its focus on learning rather than certification or labelling. This gives legitimacy to the lessons learned about the implementation and inspection of codes of labour practice.
ETI is NOT an accreditation agency nor does it perform external audits. 
Consumer ethics: Different research traditions
Consumer ethics is represented, but underrepresented as a journal article and textbook topic, both within business and marketing ethics and within consumer research (see Bateman et al., 2002; Vitell et al., 2001 , Holbrook, 1994 -all with further references).
The subtopics overlap, but there is no common frame of reference. So far, consumer ethics or (im-) morally motivated consumer behavior must be read as a common denominator of several research traditions, such as research about ethically questionable consumer behavior (e.g. various kinds and degrees of consumer dishonesty), about consumer voting behavior (i.e. boycotting certain products and/or from certain producers, or deliberately buying from good corporate citizens) and, as a wide rest category, research about responsible consumer behavior (e.g. buying organic products for environmentalist reasons).
Ethically questionable consumer behavior
The more one equals ethics with moral criticism and moral self-criticism, the more natural it is to start with looking at unethical rather than ethical consumer behavior. In addition to potential theory-traditional reasons, there are good practical and economic reasons for explaining, influencing and prohibiting ethically questionable consumer behavior. A red thread in this consumer ethics research tradition has been its the development, validation and frequent replication of the "consumer ethics scale" (often referred to as CES, see Muncy and Vitell, 1992, and Vitell et al., 1991) . This CES scale offers a list of more or less ethically questionable consumer activities for a vote. The activities can be grouped into four categories, ranging from clearly questionable to little controversial categories:
Actively benefiting from illegal activity 1. Changing price tags on merchandise in a retail store.
2. Drinking a can of soda in a supermarket without paying for it.
3. Reporting a lost item as "stolen" to an insurance company in order to collect the money.
4. Giving misleading price information to a clerk for an unpriced item.
5. Returning damaged merchandise when the damage is your own fault.
Passively benefiting at the expense of others 6. Getting too much change and not saying anything.
7. Lying about a child's age in order to get a lower price.
8. Not saying anything when the server miscalculates the bill in your favor.
Actively benefiting from questionable behavior 9. Breaking a bottle of salad dressing in a supermarket and doing nothing about it.
10. Stretching the truth on an income tax return.
11. Using an expired coupon for merchandise.
12. Using a coupon for merchandise that you did not buy.
13. Not telling the truth when negotiating the price of a new automobile.
No harm/no foul 14. Tasting grapes in a supermarket and not buying any.
15. Using computer software or games that you did not buy.
16. Recording an album instead of buying it.
17. Spending over an hour trying on different dresses and not purchasing any.
18. Taping a movie off the television.
Returning merchandise after trying it and not liking it.
The strongest argument for this stream of research is its self-reinforcing growth, with numerous cross-cultural replications and controls against other research tools (the most recent and complete listing of replications with a few comments added is probably found in Polonsky et al., 2001 -one of the replications; as another recent replication and literature review see Fukukawa, 2001 ). On the other hand, consumer ethics is obviously more than resisting such moral temptation.
Consumer behavior as voting behavior
A paper in progress which was presented a while ago started somewhat romantically:
"The citizen is dead, long live the consumer. Be careful, multinationals and governments, if many enough ordinary people feel moral indignation, confess this indignation by a shift in buying behaviour, and if this is covered and reinforced by mass media. The formula moral indignation plus non-buying times incidents equal counterpower is not new..." . The headline of this section indicates that ethical consumer behavior also can mean that consumers use their "purchase votes" in the marketplace to "elect" the sort of society they wish to be part of (Dickinson and Hollander, 1991) . The most important case of such ethical consumer behavior as voting behavior are boycotts, i.e.
"attempts by one or more parties to achieve certain objectives by urging consumers to refrain from making selected purchases in the marketplace" (Friedman, 1985, p. 97) , "organized exercising of onsumer sovereignty by abstaining from purchase … in order to exert influence" (Smith, 1990, p. 140 ; cf. also Klein et al. 2002) . Apart from a routine reference to the classical Nestlé "infant formula" case, 2 consumer boycotts or boycott threats as a power demonstration are a seldom topic in the business ethics literature. (1) The recognition of ethical purchase behaviour.
(2) Consumer boycotts should be judged as symbolic acts as well as on their effectiveness; the former may be more important in their success.
(3) Management response strategies to consumer boycotts are: ignore, fight, fudge/ explain, comply; although a proactive strategy, in anticipation of increasing pressure group activity, has most to recommend it.
(4) There is a role for pressure groups in the marketing system in the social control of business.
(5) The domain of consumer sovereignity is only limited by information and choice..." (Smith 1990 , 278 f., 293 ff.)
In a more recent paper Klein et al. (2002) develop a model for conceptualizing and interpreting the findings of an empirical study, which aimed at explaining by four groups of moderator variables why awareness of "contentious acts" by companies (96% of the sample) and somewhat weaker "disapproval" or "perceived egregiousness" (81% of the sample) result in much lower boyott participation (16% of the sample, see figure #1 ). Voting does not necessarily mean voting against a given company or product. In particular three recent articles address how consumers respond to (and if they vote for)
socially responsible companies, with rich literature reviews, conceptualization suggestions and own empirical studies as a reference. 6 Sen and Bhattacharya's article "examines when, how and for whom specific CSR initiatives work" (2001, p. 225) and looks at "the consumers' personal support for the CSR issues and their general beliefs about CSR as key moderators of consumers' responses to CSR", as well as "the mediating 5 Cf. also the flowchart in Sen et al., 2001, p. 401) role of consumers' perceptions of congruence between their own characters and that of the company in their reactions to its CSR initiatives… CSR initiatives can, under certain conditions, decrease the consumers' intentions to buy a company's products…" (ibid.).
Maignan and Ferrell focus in their paper on "past findings and … future research directions useful for understanding the potential value of corporate citizenship as a marketing tool… After examining the nature of corporate citizenship, the paper discusses its potential impact, first on consumers, then on employees…" (2001, p. 457) . The more empirical approach to consumers' perceptions of CSR (which is more similar to the one described in the Sen and Bhattacharya paper referred to above) is published by Maignan alone, in the same year and in another journal (Maignan, 2001 ).
Socially responsibile consumer behavior
This third and somewhat wider research stream would equate consumer ethics with consumer responsibility or consumer idealism, often as measured by psychological personality scales developed in the early Fifties to Mid-Sixties. Typical references are to two papers about "socially conscious consumers", by Anderson and Cunningham (JM 36, 1972) and by Webster (JCR 2, 1975) , suggesting to use the Berkwitz-Daniels "social responsibility scale" for description of consumer segments (for a listing of the items, see e.g. Anderson and Cunningham, 1972, p. 25 ). An "idealism scale" measures similar consumer attitudes, but under a different label (cf. Christie and Geis, 1970 ):
Idealism scale 1. A person should make certain that their actions never intentionally harm another even to a small degree.
2. Risks to another should never be tolerated, irrespective of how small the risks might be.
3. The existence of potential harm to others is always wrong, irrespective of the benefits to be gained.
4. One should never be psychologically or physically harm another person.
5. One should not perform an action that might in any way threaten the dignity and welfare of another individual.
6. If an action could harm an innocent other, then it should not be done.
7. Deciding whether or not to perform an act by balancing the positive consequences of the act against the negative consequences of the act is immoral.
8. The dignity and welfare of people should be the most important concern in any society.
9. It is never necessary to sacrifice the welfare of others.
6 All three articles as well as Klein et al., 2002, p. 6-7 contain a number of additional references.
10. Moral actions are those which closely match ideals of the most "perfect" action.
When combined with a "relativism scale" to an "ethics position questionnaire" (Forsyth, 1980) 9 As a minimum, see the following definitions of the two -perhaps -most important terms: "Ethical issue intensity (somewhat equivalent to the ethical dilemma awareness in the 1989-model): … perceived relevance or importance of an ethical issue to the individual… (it) reflects the ethical sensitivity of the individual… (Ferrell et al., 2002, p.105) . Opportunity: …conditions that limit or permit ethical or unethical behavior. Opportunity results from conditions that either provide rewards… or fail to erect barriers against unethical behavior (ibid. p. 113)
Figure #3 (Engel, Kollat and Blackwell, 1982)
In figure #3 (and in other models which have been examined) there is no explicit reference to moral or ethical issues, aspects or considerations. One possibility is to introduce "moral awareness" as being more or less present in all steps of the process.
Another possibility is to look at consumers' relative focus on moral criteria when evaluating and choosing alternatives (and perhaps also when evaluating their behavior ex post). 10 Such evaluation and choice processes are guided by different types of decision rules, consciously or at least implicitly (cf. Bettman, 1979; see Table #1 A preliminary conclusion could be that decision-process-models are rather complex and 
Table #2
The second term, social deviance, is normally defined by sociologists as a violation of 
Presentation of selected empirical studies
Two data-sets can be used for asking and answering consumer behavior ethics questions, too. The first set used three worklife and three private life scenarios for studying gender and age differences in moral reasoning. Two of the three private life scenarios can be read as consumer behavior scenarios: 
Table #3
Case #4 (Aasen's dilemma) is about customer saving vs. moral consumer behavior.
Standard customer honesty tests typically return too much change at the cashier and then ask awkward follow-up questions. In this case a customer discovers a too low credit card charge, from an automobile garage. The setting is a below-average reputation industry, an increased amount and distancing by credit card charging and a time delay between mistake and discovery. A quick look at the results tells that about half of the respondents suggest that customers shouldn't contact the garage (most reasoning that everyone is responsible for one's own mistakes). For an additional quarter such contact would mainly depend on the circumstances. 
Table #4
Case #6 (Teigen's dilemma) presents the issue of tax-free house repairs, where
Norwegian customers can save the 23% VAT addition to an invoice, while providers often save income tax and social security tax. Paying the invoice "with tax" is the legal but more expensive way. The reason for the advice, however, is more interesting than the advice in itself. The question is if it is purely economic, legal or moral. Most answers are purely economic and indicate one wouldn't hesitate to break tax-law, but be afraid of the economic consequences if a "VAT-free" construction is not good enough. If the tax-free alternative is suggested, different rationalizations are offered, most of them conventional.
While the above questions and findings are in line with the "ethically questionable"
consumer behavior research tradition, another data-set can serve as an illustration of • further development and specification of a model which could build a bridge between the two fields of business ethics and consumer behavior research; • development of a consumer ethics measurement instrument which would build on but transcend the instruments and research traditions described above, preferably for routine use in on-going commercial and academic consumer research;
• trying out and adjusting such an instrument in own research about organic food purchasing behavior, in Norway and, preferably, cross-culturally;
• looking at neighbor phenomena to consumer ethics, e.g. at consumer ethics, trust and relationship/ brand loyalty.
Appendix 1:
Why buy ethically? An introduction to the philosophy behind ethical purchasing.
Big problems, practical solutions
Increasingly we find ourselves beset by problems that seem beyond our control; global warming, species extinction, animal testing, the spread of factory farming, the arms trade and human rights abuses, to list but a few. While this state of affairs appals many, the individual is often left feeling helpless, the typical response being 'there's nothing I can do'.
A common thread, which has caused or perpetuated many of these situations, is the greed and profit of corporations. We believe things don't have to be like this and that by being an ethical consumer we can each encourage truly sustainable businesses that don't exploit or pollute. While many who feel concern usually limit themselves to supporting campaign groups or political parties, ethical consumerism offers a powerful additional tool, which is both practical and accessible to many.
What is ethical purchasing?
Ethical purchasing put simply is buying things that are made ethically by companies that act ethically. Ethical can be a subjective term both for companies and consumers, but in its truest sense means without harm to or exploitation of humans, animals or the environment. Just what is classed as an ethical product and where you can find it, is what EC magazine is all about.
Understanding buying ethically
The ways in which you can act as an 'ethical consumer' can take on a number of often subtle forms.
• Positive buying is favouring ethical products, be they fair trade, organic or cruelty free.
This option is arguably the most important since it directly supports progressive companies.
• Negative purchasing means avoiding products you disapprove of such as battery eggs or polluting cars.
• The fully screened approach is a combination of all three and means looking at all the companies and products together and evaluating which brand is the most ethical. This is exactly what we do in the magazine and the 'Best Buys' we recommend aim to be the best, fully screened products available.
Ethical Consumer magazine acts as a unique guide, advising you on what the progressive products are, which companies you should avoid, and overall which are the 'Best Buy' options.
The benefits of being an ethical consumer
Buying ethical products sends support directly to progressive companies working to improve the status quo, while at the same time depriving others that abuse for profit. For example, when you buy an eco-washing-up liquid you're giving its manufacturer the funds it needs to invest in clean technology and advertise its products to a wider market. At the same time, you're no longer buying your old liquid, so its manufacturer loses business and will perhaps change its ways.
Another attraction of ethical buying is its convenience. After all, everyone needs to go shopping or to consume resources in one way or another. As an ethical consumer, every time you buy something you can make a difference.
The benefits to society of buying ethically are potentially far-reaching. It encourages innovative products and companies while discouraging others that ignore the social and environmental consequences of their actions. It empowers the consumer, giving you a say in how the products you buy are made, and how the company that makes them conducts its business. It can and has made a difference in the past. Turn to the section marked 'successes' to see exactly how.
A forum for debate
Ethical buying is not a substitute for other forms of political action. Nor is it necessarily just concerned with individual consumers. 'Ethical purchasing' is, for example, already being organised by clubs, societies, campaign groups, trades unions, private companies, local authorities and national governments.
Whilst EC magazine is primarily intended as a practical guide to ethical issues for consumers, it also functions as a forum for debate about the nature and limits of consumer power. We are always interested to hear from our readers -whether letters are complimentary, critical or simply providing information we might have missed. Please note we ask that correspondence 'not for publication' is marked as such.
10 shopping tips for the ethical shopper
Local shops
We recommend local, independent stores as places to shop. They discourage car use, offer a more personal service and support the local community.
Health food shops
These are excellent places to pick up Best Buy products that aren't available in supermarkets. Increasingly, they stock fair trade, vegetarian and organic products, as well as vitamins and herbal remedies.
Fair trade
To buy ethically look out for Fairtrade Foundation marked products which guarantee workers have been fairly rewarded for their labour. Organisations such as Oxfam (01865 311311) and Traidcraft (0191 491 1001) sell fair trade goods on the high street or via mail order catalogues.
Products not tested on animals
Beauty products tested on animals rightly appal many. Look out for 'not tested on animals' labels or better still contact BUAV (020 7700 4888) or Naturewatch (01242 252871) for an approved product guide.
Vegan and vegetarian products
Avoiding animal products can be tough, especially when they crop up in surprising products such as beer and sweets. Luckily the Vegan Society publishes the Animal Free Shopper, a comprehensive guide to vegan and vegetarian products. Also look out for the Vegetarian Society symbol.
Organic produce
The last few years has seen a take-off in the demand for organic produce, ranging from vegetables to bread and meat. Organic food is free of chemical fertilisers and pesticides, which benefits the workforce, the consumer and the environment. Look out for the Soil Association symbol or contact the Association (0117 9290661) to locate your nearest organic outlet.
7.Non-genetically altered food
Genetically manipulated (GM) food has the potential to be the next big food crisis. Despite around 70% of the public opposing its use, it increasingly finds its way into our diet. Look out for GM-free labels or the Vegetarian Society symbol which is also a guarantee of genetics-free food.
Ethical money
The Co-op (0800 905090) is currently the only high street bank with a truly ethical stance. One of Europe's leading ethical banks is Triodos (0117 9739339), which now offers savings accounts to customers in the UK while the Ecology Building Society also offers a range of saving accounts and ISAs.
Ethical investments continue to show growth and EIRIS (Ethical Investment Research Service) (0207 840 5700) is a great starting point for the first time investor.
Recycling & second hand
Recycled and second hand products save precious resources and reduce pressure on landfill sites. Anything from paper to printer cartridges and TVs can be 'recycled'. For advice on recycling points in your area or a guide to recycled products, contact Wasteline (0870 243 0136).
Wood Products and the FSC logo
Many timber products reach the UK having originated from unsustainably managed forests, frequently virgin rainforest. The Forest Stewardship Council (01686 413916) operates an independent verification of sustainable timber and paper products. Look out for the FSC logo.
(source: http://www.ethicalconsumer.org/
